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HIGHLIGHTS 


Awareness of Ontario follows a seasonal pattern with awareness 
increasing in the summer and decreasing in the winter. The 
decrease in the winter is likely due to a combination of 
factors; reduced media weights, increase in competition 


Prom cunedestinations, Consumers: 1 nterest in going south.” 


When spontaneous and aided awareness are totalled, awareness 
of Ontario's advertising reaches 75% in the summer and 50% 


in the winter. 


Awareness of the "Yours to Discover" slogan reached 94% in 


the summer of 1983. 


Awareness of the insert has increased over the life of the 
campaign to the point that a majority of people (55%) reported 


seeing the insert in the summer of 1983, 


Several attitude statements were included in the research to 
measure any change in attitude during the campaign. Attitude 
of Ontarians towards Ontario was consistently high throughout 


the campaign. 


There has been a measurable positive shift in attitude 
regarding the amount of information available on the province 
over the campaign's life. Informing residents about Ontario 


was one of the campaign's primary objectives. 


Rough estimates indicate the insert generates up to $34 
million in additional expenditures within the province. 


Thais generates $5 million-in provincial taxes, 


Digitized by the Internet Archive 
in 2022 with funding trom 
University of Toronto 


https://archive.org/details/31/761115464349 
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BACKGROUND, OBJECTIVES 


AND METHODOLOGY 
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BACKGROUND 


The Ministry of Tourism and Recreation launched an advertising 
campaign in the spring of 1980. The theme of the campaign was 
OMe OY OUrG MeO pDIsCover ca) Gn June 1030 and February Losh, 
two consumer surveys were conducted to evaluate the campaign in 
terms of consumer awareness and acceptability. Subsequently, a 
two year contract was awarded to a consumer research house to 
track awareness of the campaign twice yearly, in June and in 


February. 


This report summarizes the highlights of the four advertising 
tracking studies. When relevant, information from the earlier 
CWoustnveys Will De brought an. “The Ministry intends co 7continue 
Onuwiacn LES program OL advertising tracking research in order to 


monitor the campaign's performance over time. 


The summer advertising phases used a variety of media including 
newspaper, magazine, radio, television and a newspaper insert. 


Piemwititer media .wxeludes television. 
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OBJECTIVES 


Specifically, the objectives of these tracking studies are to 


provide measures of ... 
i) awareness Ae SOVSrel sind ior VvVacacion crave 2 Ontarlo 
th)s erecalt eOltemediaywused.. in, advertising \for vacation, travel 
POO Tear Lo) 
iii) awareness of the "Yours to Discover" slogan. 
iv) recall of the "Yours to Discover" newspaper insert 


7a) 


Pocent LOM cO,trave lin Ontario -in the next three months 
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METHODOLOGY 


Each of the four waves of the tracking survey consisted of 
Hust Over 400 “adults an Ontario, 18 (years of age “and over. 
Interviews were conducted by telephone from Gallup's central 
telephone facility in Toronto. Interviewing took place in 
the evenings and on week-ends. Two call-backs were made to 


households where there was no answer or a busy signal. 


The sample was designed to produce random samples of 
respondents in Ontario 18 years of age and over. Telephone 
numbers were obtained by adding a constant digit to numbers of 
respondents interviewed in a recent Gallup Ontario Omnibus 
study. * This ensures a sample stratified by community size 
and region. Pre-determined quotas for age and sex resulted 

in a sample of Ontario residents balanced to Statistics 

Gateda data fon Ontario by age, sex, region and community 


Seda ge 


The Canadian Gallup Poll is confident that the samples are 


representative of Ontario residents 18 years of age and over. 


The questionnaire was structured within the framework of the 
study objectives. It was also designed to maximize compara- 
bility with previous similar studies. The same questions 


Were used Gnmliakl four waves, 


The questionnaire for this study was pretested by telephone 
with 10 respondents in Toronto. A copy of the questionnaire 


is appended to this report. 


* A detailed outline of the Ontario Omnibus Sample design 


is appended to this report. 
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SOURCE OF VACATION IDEAS 


Respondents were asked where they usually get their ideas on 
where to go for a vacation. The most often mentioned source 

is consistently friends or relatives with about one-third 
giving this response. Newspaper is the second most common 
mentioned source. (About one-quarter of respondents mentioned 


newspaper). 


MAJOR SOURCES OF VACATION IDEAS 


Winter Summer Winter Summer 
82 82 83 83 
Base (all respondents) 410 410 409 404 
Friends/relatives ou A2 30 35 
Newspapers Dei ak 20 oY: 
Television 12 7 6 6 
Peaon  Eraved 8) a LO 5 


Don % know 5 16 14 18 
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AWARENESS OF ONTARIO 
ADVERTISING 


spontaneous Awareness 


Topeor mind awareness of Ontario (or the first mention given) 
demonstrates a seasonal pattern with substantially more 
mentions in the summer period. In the winter test phases, 

3% and 1% respectively mentioned Ontario first, while in the 


summer testing, this rose to 11% and 10% respectively. 


When all spontaneous mentions are taken into account, the 
seasonal pattern persists as shown in the table below. The 
decrease in the winter phases reflects the reduced media 
Weroncing Or Ontario. s campaign during the winter months, ‘The 
increased advertising for the sun destinations in this period 
also compete with Ontario advertising, resulting in a reduced 
mention of Ontario. The number one mention in the winter is 
Plorida. 

TOTAL SPONTANEOUS RECALL 


OF VACATION. ADVERTISING 
(SELECTED MENTIONS ) 


Winter Summer Winter Summer 

poe 82 83 83 
Base (all respondents) 410 410 409 404 
Florida 50} 27 48 | 25 
Hawail ay 6 13 10 
New York 6 i 2 d 
Ontario Pee oe 16 | 
Avlantic Provinces iL 10 A 6 
Other Canadian Provinces g 18 10 24 
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AWARENESS OF ONTARIO 
ADVERTISING 


Total Awareness 


Those who did not spontaneously mention Ontario advertising 

were asked specifically about it. When both spontaneous 

and aided mentions are totalled, we find that 50% of people 

are aware of Ontario's advertising in the winter and 75% in 

the summer. Awareness tends to increase with an increase in 


education ana househola income. 


TOTAL AWARENESS 
(UNAIDED PLUS AIDED) 


Winter Summer Winter Summer 
82 82 83 83 


Base (all respondents) 410 410 409 404 


Aware 5) was 50 15 
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AWARENESS OF ONTARIO 
ADVERTISING 


Source of Ontario Advertising 


People who reported being aware of Ontario's advertising were 
asked where they had seen or heard the advertising. Regardless 
of whether or not television was actually used as an advertising 
medium, it received the greatest number of mentions. This is 

a phenomenon which has been seen over and over again in 
advertising research where people tend to overattribute 
advertising to television. In the winter, when television 

was not used by the Ministry, four out of ten respondents 

Seimei ouLed the agdverwicing) to, .V. This ancreasseda, in the 

summer test periods to six out of ten in the summer of 82 and 


Saver Joie .Of ster an. 63, 
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PERCENT AWARENESS 


AWARENESS OF ONTARIO 
ADVERTISING 


Slogan Awareness 


Whale Unaided awareness of the “Yours to Discover" Slogan 
Ponatms smell, Cais ws true for’ais Slogans tested, 
Doe bot uty, VCore Have diriiculey mecalling, such slogans oft 
Cie TOPs OL Nein neads,. Votal awareness, however, of the 

be OMe eveo DLscover , Slogan, conti nuessto Inecressea as the 
Samper Continues Up. to a high ot 942) in the summer of 1933 
Tite om aA COlntueSt iC une benehmank “1 LoveaNew York’ slogan 
Witch nas remained at a constant level of awareness over the 


past four waves. 


Vie ieolOgameawareness So high, there as very little ditteren-— 
tiation amongst the different demographic segments. Awareness 


is high across all demographic groups. 


AWARENESS OF SLOGAN 
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AWARENESS OF ONTARIO 
ADVERTISING 


Insert 


Awareness of the insert has increased over the life of the 
Canbpetonato the point. that. -a-mavor ty of people) 1.552) 


reported seeing the insert in the summer of 1983. 


The reader profile of the summer and winter inserts tends to 
be slightly different. The winter insert reader tends to be 
between 30-49 years of age, with a high school education or 
DiuGher Pancdeecom ja) household Wwiskh an anecome of $25,000 or 
more.) The summer tnsert, on the other hand, tends.£o. be 
recognized by a wider range of readers in terms of age and 


imecone. 


INSERT AWARENESS 


PERCENT AWARENESS 6Y SEASON 
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ATTITUDE RATINGS 


Pre-campaign qualitative research identified some negative 
att reudesabouce® vacationing Ontario mhat: were held by 

some residents. Accordingly, the campaign was designed in 
Dette tor dailepel thvs neqatave-aimage..cisomeror the ckey iconcerns 
were tested by measuring agreement with the following 


selected attitude statements. 


ay "Ontario asa’ funand exciting ‘place ytorespend 
your holidays 


b) Generally speaking, information on travel in 
Ontario is not very easy to obtain 


c) There's something for everyone to do in Ontario 
on a vacation 


aq) Ontario as not “a very interesting place t6 spend 
a holiday 


e) An Ontario vacation represents good value for 
your money 


Agreement (or disagreement in the case of the negative 
statements) was extremely high. Furthermore, in most cases, 


agreement was consistent across all demographic groupings. 


Awareness of the Ontario advertising does not differentiate 
attitude to any large extent, probably since agreement is so 


Hig 2nitialy. “Since no pre-campartgn “testing Or ihe identicat 
Seeucuaes Was CeoncuCcced, si Ss dLeticult to idetermi neéto what 
SXECIt the Campalgn was Contributed to this highly. positive 
attitude toward Ontario as a vacation destination. Some 
qualitative research conducted during the creative development 
Phase Of the campaign, however, brought to light a feeling of 
Some, people that Ontario was a dull, unexciting, place to visit. 
This may or may not have been a prevailing attitude at the 
Ere. Lett wae a) widespreac Opinion, then 12 would, appear that 
the campaign has managed to substantially improve Ontarians' 
attitudes toward an Ontario vacation since attitude ratings are 


so consistently positive. 
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An examination of attitude trends over time does indicate some 
variation. "There's something for everyone to do in Ontario 
Ci ar Vacation Ge the highest: rated of all the statements 
tested. Ontarians, almost unanimously agree with this 
statement. In spite of this extremely high level of agreement, 
however, there is a Sta listically signiticant seasonal 
Variation in this response. That “15, agreement with this 
statement tends to be higher in the summer than in the winter. 
The lower level in the winter is most likely a reflection of 
Pieswiecke thak winter (ancnow) 12s mot everyone's “cup of tea‘, 
Mp bight “On chic, Ene facmathat agrecment 2S So high in winter 
is rather amazing and may metlect the inclusion in the winter 
AOVieisiabsi ng Ot tTairs, Cultural events etc., which are more 


lipivesisally enjoyed. 


There has also been a shift over time in Ontarians' perceptions 
Seeenesavearlabilicy of Ontario travel anftormation, “Thais is 
encouraging because the pre-campaign research identified a 
concern amongst residents that not enough information was 


available on the province. 


The statement which rated consistently lower than the others is 
the value for money statement. About three-quarters of people 
agreed with thus statement. eThis 1s conststent with other 
BoSsearcn concucted by ~ne Ministry @n whieh the value of an 
American and, Ontario vacation was cempared. The findings 
indicated that 75% of those who answered the question felt that 
Ontario was as good or better in terms of value for their 
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INTENTION TO TRAVEL IN ONTARIO 


To measure the impact of this phase of the campaign, respondents 
were asked whether they planned to take any trips in Ontario 


in the next three months. 


The seasonal nature of travel is again evident in the findings 
Cotto omen 295 respectively in theawinter “S2 and "83 test 
phases said they planned to travel in the next three months 
(Norehe—iMay).. This figure. was, signiticantly higher in ‘the 


Summers Ob 62 ana os (432 in each case). 


Thermost Vnportank, Guestion-iny terms ef the success of \the 
campaign is whether or not awareness can be linked to intention 
to travel. The data seems to indicate a definite yes. More 
people who are aware of the advertising reported an intention 
to travel than those who were not aware. This was significant 
in three out of the four waves. In the fourth case (summer 
1982) the difference was in the same direction but did not 
reach statistical significance. This appears to indicate some 
type of causal relationship between awareness and intention. 
The direction of this relationship, however, can go ’éither of 
two ways; 1) The advertising influences intention to travel 
or 2), intention influences the tendency to be aware of 


advertising. 


In terms of the first argument, the data would be interpreted 


to mean that awareness of advertising makes people almost 


twice as likely as those who are not aware, to be planning a 


Cigalien Ghia piOleherckauxe a 


On the other hand, in keeping with the second possibility, 

one might argue that those people who are already interested 
in travel ineOntario will be seeking out information and for 
this reason will be more likely to be aware of the advertising. 
In that case, the advertising would be reaching those who are 


already interested in Ontario. 
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Even if the second Scenario is the-case, other information 
would indicate that the advertising can influence trip takers 
to take more trips or to spend additional money. (See impact 
of insert following). Whichever situation may turn out to be 
the case (and likely fins cs COM nat LOnwor DOtin, —CoOunrtem 
will experience the positive affects of advertising in terms 
of additional travel within the province and increased 


expenditure as a direct result of the insert advertising. 


The success of the winter insert in encouraging travel appears 
Borba inereasing., ln 1932, 273 of insert readers antended £0 
travel in the three months following its release. By winter 
1983, this had increased to 36%. The summer insert remained 


fie CONStAnt weved) OF) 4527, 


PERCENT INTENDING TO TRAVEL -IN.-ONTARTO 
IN THREE MONTHS FOLLOWING SURVEY 


Aware of Aware of Aware of 
Advertising Insert Slogan 
ve No sige No Les No 


Base (total respondents) 


Winter 82 29 ae et 24 oo 20 

Summer 82 AS 39 46 39 a5 Salt 

Winter 83 34 3 36 2) 30) 25 
{Eee eke ey eee ipacioe LOR rede ts 


Summer 83 45 34 | 46 50; 44 28 


ihe } difference significant at 90% level 
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IMPACT OF THE INSERT 


A direct attempt was made to determine the impact of one element 
Cte teach wise treetinscliy | Mite was Sélected Since, itis 
believed to be readily distinguished by consumers from other 


advertising sources such as T.V. and newspaper advertisements. 


Respondents were asked whether they took, or planned to take any 
Pleasure trips. an Ontario that they hadn't originally planned 
Ceetoke was «a, Besult Of reading the Inserc., No Lucure “hime 
limitation was specified. Twenty-seven percent of those who had 
seen the summer 1983 insert said yes they would take a previously 
unplanned trip. This represents fifteen percent of the total sample. 
Because of the difficulty of predicting behaviour in any great 
detail, no attempt was made to gather information about the 
imtcended trio or trios. Accordingly, the estimate may be a 
conservative one, but if all fifteen percent of the population 
aAGblawiy take ony tone additi Onalesteio, this would result an. a 
EG OL 7O0, W00mextra person trips in Ontario. ‘sing the aeverace 
trip expenditure derived from orevious research (239.00 per person 
trip), an additional $34 million would be generated as a result 

of the insert. The $34 million in expenditure generates about 
Selb Ly oOrovineial “taxes, "rar more than tha S729, 000m EL 


Cost the province to distribute the insert. 


ea Buty! vai a i need eres 
haces i ou th ‘ete me Bigs Sided Kobe 
Alaina, fatGd AAG ; oA. {apes th inane’ wlth abe a 
Pe Hie ae | bye. enkus ibe, Ry ee FeghyS2b any tes 

anita did a9 a? tay ot soto naw Jiyeediot , nt thas 

“pe Sel Aa Bisnivgo Sri spbpatenebak ~e@ls2 326 ahaa bebnt 
M.Tolegod eh) i ee od port id 206) 2. ane (Ped oversees 

he, 2 oes hgione eiis .qiad tengid tbe an eine oie oie 

ah vie #3 ehaed) ohtednd nat nights, joesag #%i*e ooo, 388 40 tare 
ace wh: ae WIRES) dptbesn= avoliveny méakybevitsh ates choegee ghee 
(ieoet @ 8s. Hediseriey ac Ofc wedi ihim BLD Cane dae 1M (aoe 
te a Gane thnbH tk Berea of nok Ld Lap, hfs edt > .23etel Seas : 

i 


.$reeant of9 studbetelh o3 esatvotq eda aime 


PP OOOVUSTS ods meds sion) Tés eoxet Ishonivers «2 poli ras 


< i 
tos ; a 
fe eerie Aarple in 61) ‘cantres 


ooliT, qugta sample Sp ered 17. ae i far and’ rdrs] inior- 
An acelin saate gf ret vy cunets, te, Se iettes for back siurae, 


ke En iig oracedure_15 ées/cned’ Po ctves an soproni matte af che, ecytt 
eens i sons otien. 1B yéeers ete i sary living 14: Gwtarlo sycept for, chose 
agi ia toned bor tons uch Gs-igrisend oF Neto) tele c* Syse residing ‘9 
Sorters ‘wugiins. ~ Survey, data Can Oe eapi ted to Sts popu asi on (or: te 
meg? erayeeting percentages, rte pusbers ‘oF Pecy. iwi. 


ae aad) (et ia<argore sr gerikot [i cecion. Sy 4:2 commis ty Si 26" Gruss, 
am he 13M Corses dete: ovtes oe Ww.0Gl poediation andover. thise 
teen, 100,009 ano S00 OW Ke ‘Gon ee 2007900, 1 200 ts 29.000, 9,200) te 
7 0, mt ana Airale Car ae Yours fien= Fare are; 


uletion 1c arrayed th Qeogrape)c-ofeer oy) Commint sy EN re and whan 
.¢ fe eationc, Dev Gerais Ciurerition ett HuNer EL Ia. 4ee 3S, .00 (> 
meee, concsin, sie S00 fo 201! Peeps 
> » ~ i 
a : - : 7 ne ba - 
A fatal oF bie cm were) cy L a f Pl 7 is ai 4 
Wa = 
Pirman “2ntret. cine Nice. sé bing Precediirs Used Ko Select tarsing 
Peon (or taterviewet, ink teryiame ts ofoviced tin nae oF 
weaeratce 6res. arewihs 24 iocation ef She startiey ool’ ev x wie 
$« - © 
i $9 to ad 2: Shue PITS ve i ” : = a = r te 
the ore _ . ' e”cs Ss 4 aT n i 1 ail. " 7 r 
Sues ry se24 es r *% 1s ' rc z 1 Chas? ~~ a J — hs = “ | Ms 
the ao eet ® a ¢s aia, cars 1] yl | } a ‘ j 
mith Selectt sn 2 eure) fare fro rural scr-Tare thterveewr ny [oce. 
Pebe satcie 4enisy e4cabitiied for vrtan centres 6% vers secures 
ced ponees selection @f enumeration areas. Guta r cEul 4 
ahd wite ¢\soersi1an ef novionc ios whe vendor >icd 1 2 
by Gucts sampling hated OF- S44 tha Fy 
The Gestan af the Gil lop fal i scecia Nes Seer St500 GN Cope 6. (GR Shee 
Ge Cétsux of Retecs, 157%. 
; 
2 


ii 
: 


Boy Se eee Ws 


“ A PaaS | Pe a 
o , 7 aL 4 
he Nd an 
i ; iy 


APPENDIX A 


Hewes Len, OF he. SAMPLE 


Tne Gallup Ontario Omnibus maintains a modified probability sample in all centres 
over 1,000 in population: A quota samole jis used in rural farm and rural non- 
farm centres. An independent sample of individuals is selected for each survey. 


The sampling procedure is designed to produce an approximation of the adult 
civilian population, 18 years and older, living in Ontario except for those 
persons in institutions such as prisons or hospitals, or those residing in 
far Northern regions. Survey data can be applied to this population for the 
purpose of projecting percentages into numbers of people. 


The sample design incorporates stratification by six community size groups, 
based on the 1976 Census data: cities of 500,000 population and over, those 
between 100,000 and 500,000, 30,000 to 100,000, 10,000 to 30,000, 1,009 to 
10,000 and rural farm and rural non-farm areas. 


The population is arrayed in geographic order by community size and within those 
classifications, by census enumeration areas. Enumeration areas, on the 
average, contain about 500 to 600 people. 


A total of 105 enumeration areas are selected randomly from this array. Within 
urDan centres, a random block sampling procedure is used to select starting 
points for interviewers. The interviewer is provided with a map of the 
Snumenation ayea, snowing the lOCatioOn OF ithe Star ring point ana 45 “rcgtnired 

to follow a specified route in the selection of households. Within the housenold,. 
the youngest male, 18 years and over, at home at the time of the interview is 
questioned. If there is no male available, or when the male quota is completed, 
the youngest available female, 18 years and over is interviewed. 


The selection of rural farm and rural non-farm interviewing locations follows 

the sample design established for urban centres in terms of geographic dispersion 
and random selection of enumeration areas. Because of the low population density 
and wide dispersion of households, the random block sampling procedure is replaced 
by quota sampling based on sex and age. 


The design of the Gallup Poll sample has been based on population statistics of 
the Census of Canada, 1976. 
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The Canadian Gallup Poll Limited 


VACATION STUDY - ONTARIO - WAVE IV 


Goode el Gna ee from the Gallup organization. We are conducting a study and 
we'd like to include your opinions in our survey. 


1) INTERVIEWER: “ASK TO" SPEAK WITH: 


- youngest male 18 years of age and over, living at home - 
IF NOT AT HOME ASK: 

- youngest female 18 years of age or over, living at home - 
IF NOT AT HOME ASK: 

- second youngest male, 18 and over, living at home - 
IF NOT AT HOME ASK: 

etc. 3rd, 4th youngest in this manner. 


INTERVIEWER: REINTRODUCE YOURSELF IF NECESSARY 


]. Generally speaking, where do you, yourself usually get ideas on where to go for a 


vacation or a weekend trip? DO NOT READ LIST. 
MAGA INES eee oaes. ieee 


NEWSPAPERS ----------------------- 2 
BOOKLET/SUPPLEMENT IN NEWSPAPER----- 3 
TRAVEL BROCHURES ----------------------- Bear 


TRAVEL AGENT ------------------------------------ janes 

FROM FRIENDS/RELATIVES----------------------------- 8 

OTHER (SPECIFY) 9 

I ALWAYS GO TO VISIT FRIENDS/RELATIVES----------------- Oia oe 

I DON'T TRAVEL--------------------------------------------- X 

DON'T KNOW---------------------------------------------- ~------ bie 


2. For which destinations or places, if any, have you seen or heard advertising 
related to travel or vacations in the past three months? RECORD 1ST MENTION 
IN "TST" COLUMN AND ALL OTHER MENTIONS IN "OTHER" COLUMN. PROBE: What others? 


1ST_MENTION OTHER MENTIONS 
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OTHER CANADA (SPECIFY)------ 
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MICHIGAN-------------------- 
LAS VEGAS------------------- 
NEW YORK--------=----------= 


OTHER URS Aw J(CSPECIRY)=22..2 


OTHER BAHAMAS/CARRIBEAN/BERIMUDA-- - 
EUROPE ---------------------- 


— +3 


SOK 
OUEERE (SPEC Li eae. 22 oes 
NONE/NO OTHERS-------------- 
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* IF "CANADA" ASK: 
| Was this advertising for Canada itself, or for a specific place within Canada? 
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CANADA-------------------- ] 
PLACE WITHIN CANADA---------- 2 


IF "PLACE WITHIN CANADA", ASK: 
Which place would that be? (RECODE ANSWER IN Q.2) 
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TE “ONFARTO" MENTIONED, SKIP 10° 0.4 | 


LES ONTARTO SS NOM es HENT LONGED AS Ke: 
3. In the past three months, have you yourself seen or heard any advertising for 
vacation travel in Ontario, Canada? 
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YES-------- WerG05100.54 
| Sook erie 0.5 
IF SAW/HEARD ADS FOR ONTARIO, ASK: 


4. Where did you see or hear the advertising for Ontario vacations? PROBE: Anywhere 
else? DO NOT READ LIST. 


* BROCHURES------- eis 
x OMNGAT I NGS = eee eee 2 
*x* NEWSPAPERS See eee 3 
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AMO RO CHU RES man Asie : 
You mentioned brochures. Where did you see the brochures? 


SL a MAGALUNGSs ASK: 
You mentioned magazines. Was this an ad“in a magazine or was it a supplement in 
the newspaper? 


ADEVORTARTICLE) IN MAGAZINE-=------_— 1 
SUPPUEMENT MINSNENSPAPERC tee oe = > 


ae SR eRNEWOPArERS. ASKS 


You mentioned newspapers. Was this an ad in the newspaper itself or was it a 
supplement in the newspaper? 
, - 64 
AD (OR ARTICLE)---------- ] 
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Sa. In advertising, slogans or catchy phrases are often used. For example, "It's 
better in the Bahamas" 1S a slogan used in the travel industry. What other 
Slogans or phrases related to travel and vacations have you seen or heard? 
PROBE: Are there any other travel slogans you can recall? DO NOT READ LIST. 


Q.5b 
0.5 ies XO 

( ) . * Ontario - Yours to Discover------- ] 2 cia oe 
Oy * I Love New York------------------- 1 2 cae ele 
0) 7 ISO MUGH. CO GO) NOle so sea eae ] @ Se oe7 

PRIENDLY=MANT JOBA==-<=-4--saes--—4 1-68 

STAMPMAROUNG AUBERT Ao = cee Set le ee 

CUDCRENM RA en ee eee To eeere 


OTHER (SPECIFY) Lace! 


FOR EACH * SLOGAN NOT MENTIONED, ASK: ; 
b. Have you seen or heard the slogan f- READ LIST: ROTATE ORDER 
STARTING Nini yy 


ASK EVERYONE: ; 

6a. As you may or may not be aware, this May weekend newspapers carried and insert 
booklet titled "Ontario - Yours to Discover". This page booklet 
Outlined places to visit and things to do in Ontario this summer. Do- you recall 


seeing this booklet or not? 


-—73 
Ase eee 1 


OS ee 
: SKIP AT Org a] 
DON'T KNOW>-------- 3 
LEROYES® hoe 


De As a result of reading the booklet did you take, or do you plan to take, any pleasure 
trips in Ontario that you hadn't originally planned to take? 


ASK EVERYONE: 

is Now I'd like to know whether you agree or disagree with the following statements. 
Firstsof 211 wacetReAD STATCMENT )O ROTATE STARTING WITR “7, Do you agree or 
disagree with this statement? 


AGREE DISAGREE 

(.) Ontario is a fun and exciting place to 

spend your holidays--------------------- ] 2 “12 
( ) Generally speaking, information on travel 

in Ontario is not very easy to obtain---- 1 2 . 
(3) Wheres something for everyone to doin 

Ontario on a vacation-------------------- ] 2 -77 
( ) Ontario is not a very interesting place 

to spend a holiday~------~------------~--- ] eC -78 
( ) An Ontario vacation represents good value 

for your money-----~-----~--------------- ] a eine 


on Thinking of the next 3 months, do you think you will take: any pleasure trips in 
Ontario where you will stay overnight in commercial accommodations? 
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Now I'd like to ask you some additional questions so that we can classify our data. 


V, 
— +7 
18-29 years---------- ] 
30-49 years--------------- 2 
50 years and over------------- 3 
Zs RECORD IF: 
MAE eee eee ee ee 
FEMALE--------------- c 
3. What is the last level of education you have completed? 00 NOT READ LIST. 
SOME PUBIC. SCHOGL=---—-252--~ = 2u= es 
COMPLETED PUBLIC SCHOOL-*~---------- 2 
SOME SECONDARY SCHOOL-------------- 3 
COMPLETED SECONDARY SCHOOL--------- 4 
SOME: COMMUNITY COLLEGE------------- 5 
COMPLETED GOMMUNITY COLLEGE-------- 6 
SOME UNI VERS ITY-------------------- 7 
CONPMET AD TUN IN ERST Wy----=------=--- 8 
OTHER™ (SPECIFY) 9 
4. What is your marital status? Are you single, married, divorced, separated or 
widowed? 
, ott 
SINGLE---------------- ] 
MARRIED------------------- 2 
DIVORCED/SEPARATED/WIDOWED--3 
Se Are there any children under 14 years of age living in your household? 
-45 
YES------- 
NQ------------ 2 
Finally, what was your total household income from all sources for 1982 before 
tax deductions? Would it be over or under $25,000? 
-46 
Under $25,000 --------------- (Se) Over $25,000--------------- ( ) 
Is that------------------ z iGaee ate ee eee ee ? 
Unger tS. 000 — = e— ] S752 OCC aa SU 000s =e eee 3 
or $15,000 - $25,000----------- 2 or $40,000 and over------------- 4 
REFUSED-----~---------- 5 
DONT KNOW === == 22a 6 
LENGTH OF INTERVIEW: 47/48 
NAME OF RESPONDENT: 
ADDRESS: 
Glan 
DATE OF INTERVIEW: TELEPHONE $ 
I HEREBY ATTEST THAT THIS A TRUE AND HONEST INTERVIEW 
42 /K 


Which of the following age categories are you in? REAOM eS 


INTERVIEWER NUMBER 


(INTERVIEWER'S SIGNATURE) 
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